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Abstract
In today’s culture of business to be successful is to innovate. Today’s model calls for a more intuitive 
integration of creativity throughout the decision making process: the application of the design thinking process to 
business. There is a great opportunity for design to improve one's ability to increase a firm's value offerings.  While 
goods have traditionally embedded with value, there is currently a paradigm shift occurring in marketing and goods 
a being viewed as operant resources which produce effects for customers.  Thus, the goods really become a service 
provider. Companies such as IDEO and Proctor & Gamble, Inc. are consistently demonstrating the successful tactics 
of this integration.
While the design process is still critically important in product development, it is becoming more 
important in how marketers design strategy and this positions a company for success. This presentation will look at
how to integrate design thinking in to the business model, debating the pros and cons of design thinking integration, 
and the importance of teaching innovative thinking in academia. The presentation will also cover observations from 
a case study of teaching design thinking to business students.
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1. Main text 
In today’s culture of business to be successful is to innovate. Today’s model calls for a more intuitive 
integration of creativity throughout the decision making process: the application of the design thinking process to 
business. While design thinking is still critically important in product development, it is becoming increasing 
imperative in its application throughout the corporate structure. By integrating creativity into the business decision 
making process, new business paths of opportunity emerge for a company’s increased value offerings internally and 
externally. In order for this new way of thinking to be truly integrated into business, design thinking needs to be 
taught in the academic institution where it can be explored freely without monetary consequence.
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The art of design thinking…
"We moved from thinking of ourselves as designers to thinking of ourselves as design thinkers… What we, as 
design thinkers, have, is this creative confidence that, when given a difficult problem, we have a methodology that 
enables us to come up with a solution that nobody has before”-- David Kelley- founder of IDEO (Tischler1)
Creativity is most notably described by one’s ability to think differently. This ability to think differently 
has been mismanaged and often pigeon holed in the corporate structure. Design has been reduced to a minimal role 
in downstream thinking; resulting in designers being underutilized in their potential. Traditional business models 
have handicapped themselves by buying into two false attitudes: that creativity is something one is born with and 
that the creative types have a specific place within the company organization. The first is a topic of major debate: 
can creativity be taught. Educational experience shows that if a person is willing to learn than there is the potential 
for creativity to occur through process. Secondly, in agreement with Tom Peters notable author of many design and 
business books, “creativity can and should occur throughout the corporate structure.”  To do so just takes an open 
mind in management to recognize its potential.  In order to innovate it is imperative that these attitudes be 
dismantled for the transformation of the corporate culture. The new business model must incorporate creative 
thinking at all levels of the company and embrace the creative process that leads to different thinking. 
Paradigm Shift
Global business leaders such as Procter & Gamble recognize that in order to innovate it was imperative to 
integrate design thinking into the corporate structure. However they did not come to this conclusion immediately 
rather the company’s turning point was decidedly marked when A. G. Lafley was called to lead the company as 
C.E.O. in 2000. His vision was to not be bogged down by either or decision making but instead use innovation to 
differentiate in the market (Martin). Along with an internal management restructure, P&G externally turned to IDEO 
to help innovate the corporation with design as the focus of it. By introducing design thinking into the corporate 
structure, the company was better positioned to make new and innovative decisions that better positioned and 
strengthened the company’s brands. Eventually, P&G hired on Industrial Designers such as Joel Kashuba at the 
corporate level to promote innovative and design thinking programs internally.
In addition to Procter & Gamble, corporations such as Dow Corning are taking initiative to become more 
design driven. They hired Industrial Designer Kevin Shinn to lead the way in bridging the gap between the scientist 
who develop the silicone based materials and the designers who will ultimately bring them to life in the market. 
Shinn says, “Dow Corning has already taken steps to gain support at the executive level towards creating a design 
oriented culture. Their process included creating an in depth methodology that brings design thinking to technology-
driven scientist and marketing teams. By doing so they are proving the profitability of design thinking integration 
business strategies to achieve positive financial growth.” Shinn adds that he is pleased to show a positive Return on 
Investment each year to the Board of Directors.
Design Thinking and Marketing
There is a great opportunity for design to improve one's ability to increase a firm's value offerings.  While 
goods have traditionally embedded with value, there is currently a paradigm shift occurring in marketing and goods 
a being viewed as operant resources which produce effects for customers.  Thus, the good really becomes a service 
provider. It is this shift in mindset that begins to challenge the way business managers approach decisions like those 
associated with marketing communications.  For example, a desk in a traditional classroom is a fairly generic 
product until one strategically positions it as an innovative learning solution that helps enhances comfort, eliminates 
distractions, and stimulates critical thinking.
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While design is still critically important in product development, it is becoming more important in how 
marketers design strategy and this positions a company for success.  Market oriented companies have rhetorically 
voiced interest in being customer oriented.  As such, the customer becomes the focus and the vision and strategy of 
the company should be grounded in customer needs and wants.  It is through this grounding that companies build 
confidence in their ability to develop products and/or services that will deliver value, create satisfaction, and 
ultimately position them to build customer relationships.  As companies continue to gather mountains of data 
through sources like point of sale terminals and lifestyle surveys, customer segment profiles will continue to become 
more refined and will ultimately create a strategic dilemma.  Given the availability of data through electronic 
sources (Internet, databases, etc.), the creation of competitive advantage will not occur because of one’s knowledge 
of the customer.  It will occur because of one’s ability to leverage this knowledge in ways that will creatively 
enhance their company’s value proposition and the consumption experience of customers.
Teaching the Design Thinking to Business
Teaching the application of design thinking to business is important because today’s business managers 
compete in a global business environment that requires creativity and innovation throughout the company value 
chain.  Additionally, managers can build a tolerance for risk by applying design methodologies in the strategic 
planning process.  While taking risks are a natural part of business, making mistakes are often associated with poor 
performance evaluations and terminations.  One can argue that the outcomes of taking risk and failing may cause 
managers to become more conservative and less innovative in their analysis and decision making processes.
Teaching design thinking in a corporate setting can be difficult. For many it is counterintuitive to go 
through the design process, not to mention uncomfortable. This is evident even in academia as students tend to 
define their learning values by their profession and teaching. Therefore it is pertinent to teach design thinking 
integration in the university setting in order for early adoption of the design process into the business model. 
Consequentially, it prepares future students with the necessary tools to integrate design thinking into the corporate 
structure. By taking a proactive response in academia, the business leaders of tomorrow will have a stronger 
knowledge base to leverage when meeting their consumer needs.
Teaching Design Thinking in the School of Business: Lessons Learned 
A case study from Design 480: Creativity & Innovation in Business
The University of Louisiana at Lafayette, Professor Brooke M Davis, IDSA
The course was an experimental elective course developed for the BI Moody College of Business in which 
an Industrial Design Professor was brought in to introduce creative thinking to business students. The course used 
the text “The Art of Innovation” by Tom Kelley, which showcases the global consultancy firm IDEO’s success of 
using design thinking for business strategy as a supplemental material to help illustrate the process. The following 
points are to a successful strategy of teaching a course like this.
First, Accidents happen. It was by accident that the class filled with equal parts of business students 
looking to be “creative” and design students looking “to learn a little about business.” By far this happy accident is a 
must for future courses; fore it is in this integrated environment in which the students learn trust in the creative self. 
It cannot be overstated how much the students learned from their positive interactions from and with each other. 
Secondly, the process is the goal. The students are there to go through a process, one they are not familiar 
with. It will take convincing and time to see results. Often in design thinking, the outcome may not be clear as it is 
often discovered. Sometimes teaching methodologies must be revealed to justify the process and other times 
discovery is all that is necessary. 
The process is always changing. The level of freshness is what keeps the class effective. Therefore the 
students should always be experiencing something new. Which means they must do, not just read about it or listen 
to a drowning lecture. 
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We are not all made the same. Business students and design students are engrained differently in their 
learning habits and styles. While the teaching methodologies can be foreign to the business students, there should be 
some measurable outcomes that validate their effectiveness in a way that is consistent with their traditional model of 
learning. For instance in a design studio, it is quite common to only get one grade at the end of the semester, but a 
business students is familiar with interval grades from things like tests and quizzes that will accumulate to the final 
grade. Furthermore, the business students felt as though they were micro managed. This was due to there being a 
number of in class exercises and projects that built upon each other. Thus, revealing the end picture would have lead 
to predetermined conclusions. The students did say in retrospective that the grading and weekly time management 
made sense, but was out of their comfort zone for doing work.  
Repeat. Students must engage the process repeatedly to become comfortable. They also need proof to 
remind and inspire them. A process book is a good way to document their efforts over the course of the semester as 
well as serve as a future reference for them.
Lastly, in order gain the trust of the students in the design process, one must examine the debilitating 
factors of what keeps innovative thinking from occurring and also the defining characteristics that enable 
innovation. The following are some of the touch points gathered over the years from various sources and are 
covered in the course as the students learn the process.
Fear & Perception
One reason that business model historically has positioned itself against the integration of design thinking 
throughout the organization is due to perception (Berns 3). Stress and fear equated with monetary incentives can 
result in decapitating perceptions when it comes to creativity.  Fear of these perceptions is an inhibitor to 
constructive innovative methods.
Common Disabling Perceptions:
I am not creative 
There is only one correct answer= I don’t want to make the wrong choice
I am not going to do it right
I have to do it alone = innovation is an individual project
Perfection
I am not good enough, smart enough
You must follow existing and standard methods of business
Nothing to offer
The boss will fire me if I am wrong
Defining characteristics of innovation
A defining attribute of design thinkers is their ability to constantly make new connections. They are able to do this 
because they are well versed in a process that promotes this kind of activity. By forcing themselves to frequently 
find new connections, designers are constantly creating new synapse pathways that lead to “creative solutions.” 
When people are trapped in stagnant environments and doing repetitive actions, the brain actually stops creating 
new synapse pathways and rather goes on auto pilot as an energy saving mechanism. The key to innovative thinking 
is to not become stagnant, but to foster a practice in which the brain is forced to constantly create these new 
synapses. The following is a list of characteristics that enable design thinking:
I think therefore I am creative:
Everyone is creative but some are more intuitive about how it is manifested it in life. Anyone possesses the 
ability to learn a creative process. The question is if you are willing?
6536  Brooke M Davis / Procedia Social and Behavioral Sciences 2 (2010) 6532–6538 
Become Uncomfortable
A good design thinker is comfortable with the unknown. A major component of the creative process is 
discovery. Therefore one must be willing to trust in the process to find these discoveries and not know exactly where 
the outcomes may fall. Being uncomfortable means taking risks. No risk = No reward.  Design thinkers are much 
more likely to take the risks that further innovation.
Creative Environment
Creating a place for creativity to occur is imperative to the design thinking process. While having a place 
that physically exudes positive energy and excitement is great, it is not necessary. What is necessary though is to 
create an environment where ideas can be exchanged freely and in a positive manner. Create a safe environment in 
which there is no wrong answer. Start with a little warm up that bears no weight on the project at hand. Conducting
informal brain teasing sessions is great for generating creative energy. Also be conscious of whether or not 
participants feel restricted by hierarchical management, if so remove the management titles from  the equation or 
level the playing field.
Early and Often- Fail
The idea of failing in the corporate culture is often associated with poor performance and early on is 
instilled as an act to be avoided at all cost. Failing subsequently means loss of revenue. However in the creative 
process failing is the act of discovery and is encouraged. By failing early and often there is less pressure to make the 
“perfect” or “right” creative discovery. By practicing failing often to learn, the process can counter intuitively leads 
a person to actually discover a grouping of creative possibilities that can be further investigated.
Curiosity Creates Innovation- Experience
Another practice of design thinkers is to place one’s self in the act of the task at hand. Design thinkers 
know that speculating is never as revealing as doing. Ninety percent of the time, discoveries are made by doing or 
observing. Relying on user commentary is only as good as the consumer articulation of the experience. Furthermore, 
in today’s business climate most companies are selling an experience rather than a product, so it is important to 
understand what the goal of the experience is as well as whether or not the product is achieving it.
Collaboration
Collaboration is perhaps the most overlooked experience that is essential to design thinking. Successful 
business integration of design thinking values all input. Thus cross-disciplinary collaborative teams are more likely 
to create innovative solutions than focused groups of like minded people since varying opinions and sources of 
expertise can lead to valuable insight.
Question Everything
The exercise of questioning everything helps to get to the root problems from which the ideas originated 
whether it is a product or a corporate structure. While this seems like a dangerous practice in the context of business, 
the exercise of questioning everything can lead to valuable clarity of vision in the corporate structure such as 
streamlining obese practices or discovering how a product’s perceived value is misaligned with the market.
Practice It- Creative Thinking
Creativity is skill just like any other and when not used, one can lose the potential of the skill. A natural 
design thinker is engaging in creating new connections on a daily basis. The idea is to rewire the brain into building 
connections and the new norm in the thinking process.
Opportunities for creativity to occur:
When doing mind mapping exercises it is often helpful to define categories that will direct brainstorming. Start 
simple with word associations and build to more complex levels of thinking: Students often find themselves 
stumped when looking for new ideas. 
One way to get past this is to encourage student to define opportunities for creativity.
Opportunities in Business:
Business Structure
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Physical Attributes
Temporal Attributes
Manufacturing Attributes
Psychological Attributes
Cultural Attributes
Examine the opposite
Change the context- perception
Dissection of the already
Potential – for development? Specific or vague
Innovation- to look at something WOW factor, new angle
Marketability- difference niche vs. large is it better?
Engaging the Design Process:
There are many ways in which to engage the design process. The main point is that there is a process. With each 
project the process changes dependent upon the outcomes and goals as well as the discoveries made throughout the 
process. 
Problem identification- how do we identify the problem?
x Take general subject matter, and research it- research can lead to adaptive problem solving or 
original concept development
x Research- computer, observation, doing
x Visualize problems with story boards
X statement development- what do we want to work towards solving
x ask better questions, define what is at the heart of the problem
x the art of vaguely specific- statements that lead the concept into a direction but not to sp 
specifically word it that the actual object is predetermined 
-X is a phone (bad) vs. X is a device that allows us to communicate (good)
Ideations- what can this be? 
x Word association
x Concept exploration
x Isolation of individual components
x Introduction of new ideas to existing
Evaluation- defining factors
x What is the client asking for?
x Are they open to the idea?
x Which yields the most potential for development- one time product or line of products
Visualization- what does this look like?
x Concept development
x Variation development
x Research- specific: materials, human interaction
Analysis- How viable is this idea? How well can it be developed?
x Strengths Weaknesses Opportunities Threats (SWOT)
x Potential Innovation Marketability Manufacturing (PIMM)
x Using critical analysis to reveal which solution becomes the best potential for the market
Final Concept Direction:
x Final Pitch- Concept Drawing of what it is
x Models 
6538  Brooke M Davis / Procedia Social and Behavioral Sciences 2 (2010) 6532–6538 
x Prototyping
Floating Variables that occur throughout the design process:
Research- including existing product market research, experimental research, observations, , qualitative  and 
quantitative data gathering
Model Making- Quick and Dirty explorations or quick studies to reveal speculations, volumetric models, human 
factor models, rapid prototypes, and working models
Documentation
Client Feedback- can result in direction change
Discovery
Conclusion:
In conclusion, integrating design thinking into the business model is a must for the future of business. It 
provides a breadth of discoveries in all aspects of business from management to customer service that may be 
otherwise overlooked. These discoveries will lead to better business solutions. This process creates a new level of 
value that speaks greater in response to consumer needs. Therefore, it is imperative that the integration of design 
thinking is introduced in the academic setting to give future students the leverage they need to be successful.
